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Nebraska Food News... 
People... Places... Things...

This section of the magazine is dedicated to announcing the 
changes, additions, promotions, etc., regarding members of 
the grocery industry in Nebraska.  We invite members to 
submit information that can be included in this section.

The Smoke House team from B & R Stores recently won 
best of show in the Nebraska Association of Meat Processors 
competition. A whole smoked turkey prepared by Bob Voss, 
Smoke House manager for the Super Saver at 27th Street & 
Pine Lake Road in Lincoln received the honor. 

Country Market in Bloomfield changed hands on August 
1st. Kristel Loecker and Jody Edmundson purchased the 
store from Travis, Cindy and Steve Barney. The Barney’s 
owned the store for six years. Kristel and Jody worked for 
the Barney’s since shortly after they opened the store.

Mitchell was on the verge of losing their grocery store. 
Lloyd Bairn and Josh Dykes have teamed up to keep 
Mitchell Market open. They are not new to the grocery 
industry. Bairn owned Village Foods in Morrill for 25 years 

and has close to that many years of additional supermarket 
experience and Dykes began working for Bairn as a junior 
in high school. They have remodeled and renovated the 
store and are ready for business.

Hogeland Market celebrated its 45th year in business on April 
1st. The store was purchased in 1966 from Ted Lennemann. 
The store was operated by John and Edith Hogeland until 
their retirement. Becky, Ron and Jim manage the store now.

Joe & Al’s Grocery has announced that after having had 
the privilege of serving the Columbus community for over 
43 years, they will close their store in mid-December. 
They enjoyed  the opportunity to support the Columbus 
community through years and years of community events 
and charities, and placed great value on the many friendships 
they made through their family owned business. They felt 
blessed with a staff of employees who are more like family, 
many working together for well over 30 years. 

David	Van	Overbeke
Key Account Manager
dmv@gophernews.com

612-801-9779
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Nebraska Grocery Industry to Hold
Annual Legislative Reception & Dinner

Invitations will be forwarded to all state senators and other state officials regarding the Legislative Reception & Dinner that 
is scheduled for Thursday, January 19, 2012. The Reception will begin at 5:30 with the meal being served at 6:30.  The event 
will be held at the Cornhusker Marriott, 333 13th Street in Lincoln.  We urge all members to contact your Senator to invite 
him/her to sit with you during the Dinner (then let us know so we can arrange seating).  If you need to know the name of 
YOUR senator, call us at 800-433-6742.

Silent Auction to be held during Legislative Reception
NGIA will hold a Silent Auction during the Reception from 5:30 – 6:30.  This fun-filled event has become more popular 
each year.  Items for the Auction can be forwarded to the NGIA office or they can be left with any one of our board members. 
Please let us know if you are delivering items to a board member.

UNL Athletes to be Guests
UNL Volleyball and Football players have been invited as our guests.  They will pose for photos with members during the 
reception.  The photos will be developed and autographed for members to take home as a memento of the evening.  We 
encourage you to bring your memorabilia for autographs.  

Tickets are $70 and can be purchased from an NGIA Board Member, a Lincoln Grocery Store Operator, or by 
contacting our office.

Kirk	Anderson,	Pepsi	Cola	Bottling,	Lincoln
Rod	Anderson,	ConAgra	Foods,	Omaha
Larry	Baus,	Village	Market,	Lincoln
Rick	Bjorn,	IGA	Market	Place,	Lincoln
Mike	Brtek,	Lou’s	Thrifty	Way,	Norfolk
Dick	Cosaert,	Cubby’s,	Omaha
Bob	DeStefano,	Nash	Finch,	Omaha
John	Diaz,	Heartland	Pantry
Greg	Dillavou,	Hy-Vee,	Lincoln
Kelly	Dingwell,	Affiliated	Foods	Midwest,	Norfolk
Marty	Dlouhy,	Russ’s	Market,	Lincoln
Steve	Dolezal,	Joe	&	Al’s	Grocery,	Columbus
Don	Ehly,	Sun	Mart	Foods,	Lincoln
Josh	Gilbert,	Sun	Mart	Foods,	Lincoln
Brain	Hayes,	Super	Saver,	Lincoln
Pat	Hensley,	Hy-Vee,	Council	Bluffs
Bill	Huenemann,	5th	Street	IGA,	Minden
Mark	Hutson,	Save-Mart,	Lincoln
Maurice	Jantze,	Milford	Supermarket,	Milford
Marty	Jarvis,	B&R	Stores,	Lincoln
Nick	Kelso,	Super	Saver,	Lincoln
Matt	Kempston,	Super	Saver,	Lincoln
Mogens	Knudsen,	Plum	Creek	Market	Place,	Lexington

Jeff	Lemon,	Russ’s	Market,	Lincoln
Bob	Maline,	Maline’s	Super	Foods,	Sutherland
Dave	McCleery,	Russ’s	Market,	Lincoln
Steve	Pirtle,	Associated	Wholesale	Grocers,	Lincoln
Tyler	Popp,	Russ’s	Market,	Lincoln
Jeff	Quandt,	Hy-Vee,	Lincoln
Pat	Raybould,	B&R	Stores,	Lincoln
Mike	Regester,	Super	Saver,	Lincoln
Rob	Reif,	Hy-Vee,	Lincoln
Jim	Rotella,	Rotella’s	Bakery,	LaVista
Scott	Schlatter,	Hy-Vee,	Lincoln
Tom	Schulte,	B&R	Stores,	Lincoln
Todd	Schumacher,	Russ’s	Market,	Lincoln
Rob	Steider,	B&R	Stores,	Lincoln
Ted	Stessman,	Farner	Bocken,	Omaha
Kelsi	Swanson,	Open	Harvest,	Lincoln
Bill	Wagner,	Russ’s	Market,	Lincoln
Vicki	Warner,	Wagner’s,	Lincoln
Heather	Whitney,	Hy-Vee,	Lincoln
Steve	Williams,	Sun	Mart	Foods,	Lincoln
Chad	Winters,	Leon’s,	Lincoln
Fred	Witecy,	No	Frills,	Omaha
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Sparboe Farms is a complete producer of 
shell and specialty eggs;  offering category 
management, promotional planning, and 
egg set expertise as a compliment to our 
superior quality eggs.
For additional information on how we can 
assist you with your egg category business 
needs, please contact:

Sheila Baker
Sales Merchandiser

Sparboe Farms
515-423-9762

sheila.baker@sparboe.com
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Nebraska Liquor Regulation Summary
 
Nebraska Liquor Regulation Summary 
 
	  
Governing Liquor Authority: 
  

State of Nebraska 
Liquor Control Commission 
301 Centennial Mall South 
P.O. Box 95046 
Lincoln, Nebraska 68509-5046 
Phone: 402-471-2571 
Fax: 402-471-2814 
Website: www.lcc.ne.gov 

Legal Age to Serve Alcohol: 
  

19 years of age unless specified differently by local ordinance. 

Legal Age to Pour Alcohol: 
  

19 years of age unless specified differently by local ordinance. 

Legal Age to Consume Alcohol: 
  

21 years of age 

Legal Age to Sell Packaged Alcohol 
  

19 years of age unless specified differently by local ordinance. 

Entry for Minors into a Liquor 
Establishment: 

No state laws regarding this. Must check for any local ordinances. 

Legal Age for Employment: 
  

At 16 years of age or older, a minor may stock, sack or carry alcohol out of a licensed 
establishment but must be supervised by an adult at all times. 

Consent Laws (Parents Serving 
Minors): 
  

No 

Alcohol Service Hours: 
  

Alcohol may be sold Monday –Saturday from 6am to 1am for both on-premise as well as off-
premise consumption. Spirits may not be sold on Sunday for either unless exception is given by 
local ordinance. State statutes do not restrict sales of alcohol on election days but some local 
governments may restrict sales during the hours in which the voting polls are open. 
  
Consumption and possession at a licensed establishment of open alcoholic beverages may not 
occur between the hours of 1:15am and 6am. Except when set by differently local ordinance 

Acceptable ID’s: 
  

Passport or Visa 
State Drivers License (50 States) 
State ID Card (Issued by Nebraska only) 
Military ID 
Alien Registration Card 

BAC for Operation of a Motor 
Vehicle: 
  

.08 

Dram Shop Laws: 
  

None 

Confiscating False ID’s: 
  

Is allowed under Nebraska’s state laws. 

Alcohol Service Restrictions on Time 
and Quantity: 

Licensees are prohibited from offering such promotions as 2 for 1drink specials or 
single-priced, unlimited drink specials.  

Penalty for Serving and/or Selling 
Alcohol to a Minor: 

Possible imprisonment for up to one year and/or possible fine up to $1,000.00. 

State Certification Fees: $10.00 
Required Training: 
  

Training of employees is voluntary. 

Re-certification Requirement: 
  

Certification lasts for three years. 

Mitigation Benefit: 
  

In the case of service to a minor, server training may be accepted for mitigation benefit. 
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Why You Need Connected Converts to Win Over Others
By Amy Showalter 

Do you have an idea to improve your organization or 
department that you want upper management to adopt? Do 
you need to close a sale? In situations like these, you are 
the underdog. It’s a given that it takes a team or coalition 
of people to effect change. We even see this tactic at play in 
reality shows where contestants are pitted against each other, 
where it’s usually portrayed as a dastardly tactic. However, 
you should consider this tactic to move your request or cause 
up the corporate ladder. 
 
Research on successful “underdog” influencers shows that 
virtually all of them recruited a team of people to help them 
move their cause or idea forward. However, they were not 
satisfied with just any “warm body.” There is a distinct 
pattern to the pack members of successful underdog teams. 
Whether you are seeking a promotion at work, working to 
sign a new client or trying to sell an idea to management, you 
need a team of people on your side. Here are some tips on 
how to make sure that team of people can help you succeed:
 
Find the “right” people (connected, converted) rather 
than the “best” people for an effective underdog 
persuasion pack. 
The key—as the 1980 U.S. men’s Olympic hockey coach 
Herb Brooks said as he was assembling his 1980 Olympic 
hockey team—is not necessarily getting the best people on 
your team, but the right people. When it comes to underdog 
influence, the “right” people are connected converts. 
 
Find and engage the connected. Be a human chauvinist 
connected to people both offline and online. 
While this may represent heresy to some, “connected” here 
does not mean the number of Facebook friends, LinkedIn 
connections, and Twitter followers you or your pack 
members may have, although that kind of connection isn’t 
useless. Underdogs must use all the tools in their toolbox to 
build their pack—and social media provides tools that play 
a part. 
 
Do a social capital pre-test with your team members by 
giving them a small task or favor to ask of someone. Watch 
what happens. Who has the social capital to get a phone call 
returned, to make sure their meeting request is granted?
The persuasion tasks required for upward influence aren’t 
the same as those pursued by those who frequent social 
networks. Upward influence requires varsity team players 
who have social capital more than social networks. Social 
capital translates into behavior. When you request a meeting 
with a top dog, will it be granted? When you try to mobilize 
coworkers for your cause, will they join? Will they return 
your phone calls? 

 Recruit convert communicators as pack members. Who 
do you know who was formerly against your cause? 
Building a pack with a few converts can also increase your 
team’s influence IQ. Convert communicators are individuals 
who previously were averse to your position but are now on 
your team. Here’s why they are persuasive. 
 
Converts are those who were on the “other side;” they agreed 
with the view of those you are now trying to persuade, and 
now see things your way. They provide jet fuel to your 
team because they can provide insight into the persuasive 
messages that converted them. 
 
They also are persuasive. They are seen by the people you 
want to influence as similar to themselves, which we know 
is a powerful persuasion source as opposed to a message 
coming directly from you, the opponent. Your influence 
prospect may be thinking, ‘This was someone who used 
to agree with me.’ So, the very presence of the convert 
communicator brings along a possibility of a change in 
attitude. Your prospect may think, ‘That person did it, why 
can’t I?’ 
 
Convert communicators are among the many reasons for 
the life-transforming power of groups such as Alcoholics 
Anonymous. As perfect examples of “converts,” former 
alcoholics yield considerable influence because they’ve 
converted from one lifestyle and ideology to a totally 
opposite set of beliefs.
 
Make sure your converts have freely made the decision 
to convert. Converting to save their skin isn’t convincing. 
Converts are especially beneficial to your cause when they 
willingly made the decision to convert. Just like a salesperson 
who doesn’t believe in their product isn’t as convincing as 
someone who uses the product and loves it, your converts 
are more credible when their decision to convert is made 
absent of outside pressure. 
 
Fair or unfair, not all team members are created equal. When 
you thoughtfully recruit the right team members, you’ll 
increase your influence success. 

ABOUT THE AUTHOR
Amy Showalter is the author of “The Underdog Edge: How 
Ordinary People Change the Minds of the Powerful. . . and 
Live to Tell About It.” She a speaker and consultant who helps 
organizations and individuals get powerful people on their side. 
Her clients include Southwest Airlines, Pfizer, The American 
Heart Association, NFIB, and International Paper. For more 
information on Amy, please visit www.showaltergroup.com or 
www.underdogedge.com. Amy can be reach at 513-762-7668 or 
amy@showaltergroup.com.
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Nebraska Unemployment Insurance Rates Tumble in 2012
The 2012 UI tax rate schedule has been posted on the NDOL 
web site www.dol.nebraska.gov .  Nebraska businesses will 
see a 25% reduction in unemployment insurance rates for 
2012.  The rates more than doubled in 2010 and remained 
at that level through 2011.  Cathy Lang, Director of the 
Nebraska Department of Labor, said that the improving 
job situation in Nebraska has helped the state’s  business-
funded unemployment insurance trust fund to replenish 
itself.  Obviously every employer’s rates will be affected 
by not only the overall 2012 tax rate structure, but also by 
their own experience, so there are a lot of factors that will 
go into each individual employer’s tax rate. The key rate 
is category 12 which is the state’s average tax rate.  There 
should be a noticeable reduction in the 2012 tax rates for 
each category.  Nebraska got through the Great Recession 
without a meltdown and is reducing its UI tax rates while 
many states will be increasing their rates for years to come 
to pay for debt incurred during the recession. That should 
be a special point of pride for the Grocer’s Association. 
After all, back in 2005, it was a grocer that spearheaded 
the effort to get the necessary fix enacted.  I don’t think we 
could have gotten it done without all of Doug Cunningham’s 
work as Chairman of the Business and Labor Committee.

There are several factors in maintaining a low tax rate.  The 
UI program is based on insurance principles. It is not based 
on need. It is not a welfare program. Experience rating is the 
mechanism in the UI tax schedule that determines the tax rate 
for each employer based on that employer’s experience. A 
“positive” experience rating means the accumulated UI taxes 
paid by an employer exceed the accumulated benefits charged 
to their account for benefits paid to their former employees. 
A “deficit” experience rating means the benefits charged 
to an employer exceed the taxes. New employers with less 
than three years experience are assigned a “standard” rate.

Doug Cunningham’s work as a State Senator helped bring 
Unemployment under control and continues to work for us 
today.  While many people do not understand the lasting results 
that his stint as a Nebraska State Senator brought us, many do 
remember and we appreciate all Cunningham accomplished 
for the State of Nebraska and the members of the grocery 
industry.   We all benefit due to his tireless efforts to make 
this a better State, a better Government, and a better industry.

Fresh from our farms.

While the FDA has found no significant 
difference between milk from treated and 

untreated herds, some of our customers prefer 
their milk to come from untreated cows.www.robertsdairy.com

They’re easy to get too!
Our excellent service staff will make 
sure you always have plenty in stock.

For more information please call:
Greg Smith in Omaha at 800-779-4321

Roberts Dairy is farmer owned and our 
products are made right here in Nebraska. 
Your customers will reach for them again 

and again because they’re getting 
homegrown quality and goodness with 

absolutely no added growth hormones. 

Crook Dairy - Humboldt, Nebraska

C

M

Y

CM

MY

CY

CMY

K

1032-2407 RobertsNEGrocerAd.ai   6/18/09   4:15:00 PM
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DataBar-Only Coupons Implementation Draws Near
National Grocers Association reports that for the past couple 
years, coupons have been in an interim phase where the 
format has contained both the UPC A and the GS1 DataBar 
bar codes. The GS1 DataBar is a newly designed bar code 
that will maintain more data and help manufacturers and 
retailers to better validate purchases.  January 2011 marked 
the implementation date which started the gradual process 
of removing the old UPC A bar code and the emergence of a 
DataBar-only coupon.
 
While many large manufacturers have delayed 
implementation of the DataBar-only coupon to allow the 
retail industry more time to ready their systems to scan the 
new bar code, most will be ready to move or will have moved 
to DataBar-only coupons by the end of 2011 or early 2012. 
Some manufacturers and brands (Kellogg’s, L’Oreal, Jimmy 
Dean, Hillshire Farms) have already released DataBar-only 
coupons to consumers and they have been showing up all 
over the country.
 
The interim process with both bar codes on the coupon has 
taken much longer than originally anticipated; early in 2009, 
the industry on the advice of the Joint Industry Coupon 
Committee (JICC) pushed the implementation deadline from 
January 2010 to January 2011, with a 6-8 month phase-in 
process. With the extra time to get ready, the topic may not 
have remained top of mind for many retailers. However, if 
their POS system is not able to scan DataBar-only coupons, 
it could be very disruptive to their operations and their 
customers.  While the majority of retailers report they are 
ready to accept DataBar-only coupons, N.G.A. would like to 
make sure that all retailers are aware of this upcoming event.
 
In addition, because bar codes on coupons do not change 
very often, there can be confusion between consumers 
and cashiers about genuine and fraudulent coupons. The 
industry is currently taking steps to spread awareness to 
assure consumers that DataBar-only coupons are likely not 
fraudulent and that the new look is due to the transition to 
the newer bar code technology.

According to GS1 US, the following are some facts about 
coupons:
• Over 330 billion manufacturer paper coupons are issued 

in the US annually, with a total value of more than $300 
billion.

• Almost 4 billion individual coupons are redeemed by 
consumers annually.

• A coupon has an average face value of 84 cents. 
• Over 100,000 US retail companies accept coupons at 

their individual store locations. 
• Coupons are legal tender in the US. 
• The redemption process by which retailers are reimbursed 

by the manufacturer is outsourced to processing agents.

The current system is broken.
Companies with U.P.C. Company Prefixes greater than 
6-digits can no longer be uniquely identified at coupon 
processing points by scanning the coupon. Until a new system 
is implemented, the cost and inaccuracy of redemption will 
continue to rise.

A solution is available.
Using business requirements received by the Coupon 
Re-Engineering Work Group, the Joint Industry Coupon 
Committee (JICC) and solution partners, assisted by GS1 
US, have developed the U.S. Coupon Application Guideline 
using GS1 DataBar™ (RSS) Expanded Symbols.

This new coupon system can bring data integrity and 
efficiency to coupons:
• This draft solution proposes a new coupon format (with 

a larger number of optional fields for specifying the 
more complex coupon offers in use today).

• The new coupons will contain both the U.P.C. and GS1 
DataBar (RSS) Expanded barcode, eventually moving to 
just the GS1 DataBar Expanded.  Note: Reduced Space 
Symbology (RSS) is now known as GS1 DataBar.

• Since the GS1 Company Prefix is a globally recognized 
data structure, global users may also choose to adopt 
this new coupon system.

Coupon Business Requirements
This is a consolidated list of business requirements 
submitted to the Coupon Re-Engineering Work Group that 
were considered in developing the new coupon system:
• Enable the use of full GS1 Company Prefix to enable 

accurate redemption compatible with in-ad coupons
• Unlimited value codes and complete validation
• More flexible purchase requirements including the 

capability to prevent coupon doubling
• Secure system with fraud controls with an audit trail 

indicating items purchased
• Cost-effective and easy to implement migration path
• No loss in POS productivity and must facilitate 

electronic coupon clearing
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Retail Store Eligibility USDA Supplemental Nutritional 
Assistance Program
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USDA Delays Single Ingredient Meat 
Nutrition Labeling Rule

In response to a request by FMI and other associations, the 
Food Safety Inspection Service of the U.S. Department of 
Agriculture has delayed the effective date of the final rule 
requiring nutrition labeling of single-ingredient meat and 
poultry products.  The effective date of the rule has been 
delayed by two months, to March 1, 2012.  The rule requires 
all retailers to provide nutrition information for the major 
cuts of meat and poultry to consumers.  For major muscle 
cuts, the information may be displayed on the package or 
at the point of purchase.  FMI has developed a poster for 

retailers which will allow them to comply with the labeling 
requirements as they apply to the muscle cuts.  Ground meat 
and poultry must contain nutrition labeling on the package.  
Nutrition labeling for ground product must be done on the 
basis of as packaged (raw).   Small businesses (producing less 
than 100,000 lbs of each ground product annually and with 
fewer than 100 employees) are exempt from the requirement 
to label ground product.  Small firms must still however 
display point of purchase materials or label muscle cuts.

Food Retail Industry Applauds WTO Ruling on COOL

The Food Marketing Institute (FMI) issued the following 
statement from Regulatory Counsel Erik Lieberman 
regarding the World Trade Organization’s Dispute Settlement 
Panel Report on the Country of Origin Labeling (COOL) law: 
“The World Trade Organization (WTO) recognized 
what the supermarket industry has known all along—
that COOL is a protectionist law designed to make it 
more costly and difficult for retailers to sell imported 
foods. COOL has forced the industry to spend tens 
millions of dollars each year on unnecessary regulatory 
burdens all for little or no benefit to consumers. We fully 
agree with the conclusion of the panel that the COOL 
law fails to provide information in a meaningful way. 

“This year, COOL enforcement has become more 
burdensome than ever, making it challenging for retailers 
to carry imported meats, produce and seafood. Although 
the compliance rate for the program last year was 97 
percent, this year, inspectors are demanding that more 
redundant records be maintained—at great cost to grocers. 
“The COOL law will need to be rewritten in order for the U.S. 
to meet its obligations to global trading partners. We look 
forward to working with Congress and the U.S. Department 
of Agriculture to develop an alternative system; one that 
will provide useful information to consumers and put our 
nation in compliance with international trade agreements.” 

Nebraska Sales Tax on Energy Drinks
Confusion Reigns!  Some drinks have the “Supplemental 
Facts” label while others have the “Nutrition Label.”  What 
should be taxed?    Drinks with a “supplemental facts” 
label should be taxed in Nebraska.  When the drinks have 
“nutrition label”, they are not taxed.
  
According to Nebraska statute:
Food and food ingredients does not include alcoholic 
beverages, dietary supplements, or tobacco.

Dietary supplement means any product, other than tobacco, 
intended to supplement the diet which is identified by the 
“Supplement Facts” box found on the label and is required 
to be labeled as a dietary supplement, pursuant to Code of 
Federal Regulations, title 21, section 101.36; and which

1. Contains one or more of the following dietary ingredients:
A vitamin, a mineral, an herb or other botanical, an 
amino acid, a dietary substance for use by humans to 
supplement the diet by increasing the total dietary intake, 
and a concentrate, metabolite, constituent, extract, or 
combination of any of the above ingredients, and

2. Is intended for ingestion in tablet, capsule, powder, soft 
gel, gel cap, or liquid form, or if not intended for ingestion 
in such a form, is not presented as conventional food and 
is not represented for use as the sole item of a meal or of 
the diet.

Examples of dietary supplements include:
Amino acids, antioxidants, appetite suppressants, garlic 
capsules, herbal supplements, lecithin, vitamins and 
minerals, and zinc lozenges.
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A Good Partner...
...Is Hard to Find

          Premium Malt Beverage. ® is a registered trademark of Mike’s Hard Lemonade Co., Seattle, WA.  

 Mark Anthony Brands Inc.

is proud to be a partner of the 

Nebraska Grocers Association

 and all the hard work

that they do!

mikeshard.com MIKE’S IS HARD. SO IS PRISON. DON’T DRINK UNTIL YOU ARE 21.       

Nebraska’s Leading 
Retail Grocery Agent

8 0 0 . 3 4 4 . 5 6 2 4
www.hakco.com

Grocery List

Lower Experience Mod
Gain Control of Losses

Reduce Insurance Premiums
Employee Benefits

Milk
Bread
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Supplemental Nutrition Assistance Program Healthy 
Incentives Pilot (HIP) 
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